Despite perceived playfulness being at the core of Facebookers' experiences, research has yet to address this psychological phenomenon and its underlying drivers. Drawing theoretical insights from transportation theory, imagery literature, the arousal-as-information approach, and accounts of information processing and gender, this paper aims to fill the gap and examine the impact of imagery and arousal on perceived playfulness, and the moderating effect of gender. We develop a psychological model of playfulness formation and we test it empirically with a sample of 416 active users of Facebook. We validate the survey instrument and use a partial least squares (PLS) approach to examine the direct, mediating and moderating effects on perceived playfulness. The results provide support for the proposed model, which relates imagery to perceived playfulness, directly and through the path of transportation; considers the distinct roles of imagery elaboration and imagery representations; and includes the moderating influence of arousal. In addition, the results report that gender has a moderating effect on playfulness formation. The findings offer implications for marketing practitioners and information systems (IS) specialists alike.
Introduction
Facebook is perhaps one of the most popular consumption phenomena in the world today. As of 30 June 2018, 2.23 billion people worldwide were monthly active users of Facebook (Facebook, 2018) -who from now on we call Facebookers. Facebookers account for more than a quarter of the global population (Worldometers, 2018) . What is more, year on year, the total number of monthly active Facebookers has increased steadily by around 11 per cent (Facebook, 2018) . Parallel to this, about 70 million businesses around the world have pages on Facebook and more than five million are monthly active advertisers on this social networking service (SNS) (Chaykowski, 2017) .
For many Facebookers, perceived playfulness, a subjective experience through which they take part in a non-productive activity that raises feelings of fun (Sibai, 2016) , is one of the most distinctive and appealing facets of Facebook participation (Lambert, 2013; Schulze et al., 2014) . This is not only due to the social pure-game features and applications embedded in Facebook (Lai and Yang, 2016) , but also because Facebookers play when they use self-presentation and social interaction functionalities: when they update their status with self-deprecating, humorous autobiographical stories, and when they share memes, sketches of their favourite films and videos on politicians and celebrities, to name but a few examples. Interestingly, fellow Facebookers respond sympathetically to https://doi.org/10.1016/j.tele.2018.09.004 Received 13 April 2018; Received in revised form 27 July 2018; Accepted 21 September 2018
Theoretical background
Our research is derived from four main theoretical foundations: transportation theory, literature on imagery, the arousal-asinformation approach and accounts of gender and information processing -which view women as comprehensive processors. We use transportation theory, imagery literature and the arousal-as-information account to build our main conceptual model of playfulness formation, while the information processing dichotomies offer theoretical support for the inclusion of interactive effects of gender in the model.
Connecting playfulness with transportation on Facebook
The transportation theory (Green and Brock, 2002, 2000) offers a broad paradigm for understanding consumers' playfulness with hedonic media products (Batat and Wohlfeil, 2009; Green et al., 2004) . The central idea of transportation theory is that media content presented in the form of stories is something that people enjoy and that entertains them; and it achieves this through transportation, a psychological experience of full absorption into the world of the media story. When media audiences focus entirely on the narrative world and enact in their minds vivid mental images of the events depicted in the story, they engage strong emotions and feel 'transported', to the point where they feel lost in, or absorbed by, the story (Green and Brock, 2000) .
Transportation requires focused attention on the narrative world, mental imagery, and affective feelings to emerge, but it is not merely a fusion of these. In essence, transportation entails a sense of being immersed in the story, or of taking it personally, so, although it involves the cognitive processes of focused attention and mental imagery, these are not distinctive features or components of transportation (Wang and Calder, 2006) . Likewise, the emotional facet of transportation corresponds to an affective feeling construct. For this reason, we will conceive focused attention, mental imagery and affective feelings as potential explanatory constructs of transportation.
Transportation is further differentiated from analytical elaboration, a critical concept in dual-processing models of persuasion such as the elaboration likelihood model, or ELM (Petty and Cacioppo, 1981) , and the heuristic-systematic model (Chaiken, 1980) . Dual-processing models assert that only individuals highly committed to acquiring the information to which they are exposed thoughtfully process the claims that are central to the information. In doing so, they logically evaluate the information and compare it with inner mental inventories -which are based on previous personal experiences, thoughts and knowledge held in memory. Since people involved in analytical elaboration use not only the incoming information but also previous subjective judgements, analytical elaboration is characterised as a divergent process of processing information (Escalas, 2007; Green and Brock, 2000) .
In contrast, transportation is conceived as a convergent mechanism to process information. This is because people engaged in transportation distance themselves from their own mental frames and focus on a single, critical object: the media content. Under transportation conditions, the individual immerses themself in the content, structures the information in the form of a narrative and derives its meaning (Escalas, 2007) . From the individual's point of view, the transportation experience is capable of strengthening empathy and affective associations with friends and other people pictured in the media (Wohlfeil and Whelan, 2012) , and it increases feelings of playfulness or enjoyment (Quintero Johnson and Sangalang, 2017) .
Facebook encourages users to process content in a narrative way so they centre on the story elements being depicted in the posts rather than thoroughly analysing them. Facebook supports narrative thought in various forms, varying from promoting the selfpresentation of narratives about the user's personal experiences to encouraging the user to provide feedback about others' narrative content. First, Facebook provides self-presentation functionalities that directly encourage users to generate (and share) accounts about themselves, such as autobiographical anecdotes, events they have witnessed and personal episodes involving family and friends. It also shows users life events and memories looking back on posts and friends' posts they are tagged in -all of which are, in many cases, conveyed in the form of stories (van Dijck, 2013) . Facebook might also trigger narrative processing indirectly, through memes, sketches, short videos with funny stories and other content shared by friends and included in the Facebooker's News Feed. These events and situations pictured in the News Feed offer what can be deemed to be narrative cues: they provide people with the illusion that they are plunged into a world that transcends the concrete, ordinary realm of everyday life (Gordon et al., 2009) , and give a narrative basis for self-generated thought (Escalas, 2004) . The Facebooker might evoke autobiographical memories in the form of stories, imagine friends' interactions or future behavioural scenarios, or think in a narrative manner about external stories.
Mental imagery in content processing through transportation
When people process evocatively powerful stories, they not only attempt to comprehend the narrative but also experience what is called mental imagery. Mental imagery is conceived as spontaneous cognitive experiences that may be produced by the individual's exposure to stories (Gavilan et al., 2014; Kukkonen, 2014) . Through mental imagery, people picture in their minds the individuals and events portrayed in the stories.
Mental imagery is one of the aspects mentioned most frequently by people when they recall the stories they have been exposed to (Sadoski et al., 1990) . Furthermore, imagery experiences are often highly involving and make heavy processing demands, to the extent that few cognitive resources are left to access the individual's own mental frames or to process additional messages (Chang, 2009 ). All of this facilitates the convergent information processing that leads to transportation. Furthermore, the mental imagery representations of the story at hand provide a basis for processing fluency, and thus comprehending the narrative (Chang, 2013) .
Arousal as a source of internal feedback
Studies in evolutionary psychology, neuropsychology and cognition provide consistent lines of evidence that suggest that affective feelings, such as moods, emotions, and bodily sensations, are used adaptively (for a review, see Forgas et al., 2012) because they provide inner inputs to build evaluative judgements or responses (Huntsinger et al., 2014) . Specifically, the affect-as-information approach Clore, 2003, 1983) defends the assertion that, when people make judgements about situations or events, apart from taking into account incoming external information, they also ask themselves how they feel about the situations or events under consideration. They rely, therefore, on their affective feelings as a source of information (Clore and Palmer, 2009) .
Affective feelings are usually conceived as having two broad dimensions (e.g. Kuppens et al., 2017; Russell, 1980; Yik et al., 2011) : valence, which refers to how pleasant the affect is; and arousal, which refers to its energy, intensity or activation. Although early empirical work through the lens of the affect-as-information approach had focused on the influence of valence on judgements, this approach is indeed consistent with arousal literature (see Schwarz and Clore, 2003) and, as shown in more recent studies (Bakalash and Riemer, 2013; Yan et al., 2016) , it applies to the arousal dimension of affective feelings. In line with this, Storbeck and Clore (2008) suggest that the arousal dimension of affect evoked by external stimuli might lead the individual to make evaluations and show reactions congruent with the direction of arousal. In particular, high arousal might make a stimulus appear to be more important or of higher value, and might increase the individual's reliance on, and dedication to, the particular information processing style he or she is currently using (Yan et al., 2016) .
To deal with the affect elicited by a product media such as Facebook, we focus on the function of the psychological arousal produced by the medium. By so doing, our study averts potential overlaps and gaps across specific typologies of affects (Riemer and Viswanathan, 2013) and, instead, it considers the intensity level of affective feelings.
There are some situational constraints that might limit the applicability of the arousal-as-information account insofar as they lead to a disregard for the informational value of affective feelings (Harber, 2005) . However, these limitations do not apply to the context of Facebook usage. This is because people do not tend to access their feelings when the situations or events that are presented to them demand that they forge minimal or considerable thoughts, rather than moderated thoughts (Albarracín and Kumkale, 2003; Pham et al., 2001 ) -as is common in Facebook usage. In addition, people perceive their affective feelings as less informative when they are used to evaluate the fulfilment of instrumental goals (e.g. if a media product would be useful for writing an essay) than when they are employed to assess hedonic goals (Pham, 1998) , such as having fun and being entertained with Facebook.
Mental imagery and gender in content processing
An intriguing research question regarding the usage of media products is whether gender differences translate into relevant female/male dissimilarities in processing media content (Arcand and Nantel, 2012; Sun et al., 2010) . Despite the various studies on transportation, the role of gender in the formation of transportation experiences in individuals has been examined in only a few of these previous studies, which indeed have reported mixed results. For example, in an initial survey carried out by Green and Brock (2000) to develop a scale of transportation, females reported more transportation than their male counterparts; whereas in subsequent experiments, gender differences did not appear to be associated with transportation. Similarly to this first survey by Green and Brock (2000) , Mar et al. (2009) noted that women scored themselves higher on narrative engagement and transportation.
However, according to research on information processing (Meyers-Levy and Loken, 2015), gender differences in biology, identity development, and cognition (Eagly and Wood, 2013) lead to different intrinsic predispositions that guide the processes through which females and males acquire and process information (Kim et al., 2007) . Meyers-Levy and Maheswaran's selectivity hypothesis asserts that, compared to men, females tend to be involved in more exhaustive information processing and to consider a wider array of information, including information not easily accessible in the immediate environment and information retained in memory. Men, in contrast, are more inclined to employ a narrower variety of information cues, which are indeed salient and conveniently accessible Maheswaran, 2004, 1991) . Complementary to this theory (Kempf et al., 2006 ) is Putrevu's item-specific/relational processing dichotomy (Putrevu, 2001 ), which suggests a tendency for male involvement in item-specific processing (Einstein and Hunt, 1980; Hunt and Einstein, 1981) , in this way, men centre on separate pieces of information and view things in a less interrelated manner. Females, however, are more willing to consider similarities, differences and connections between many pieces of information.
These two compatible theories mainly focus on explaining gender variation in analytical elaboration behaviours. However, they both include an idea that is useful in examining the role of mental imagery in information processing through transportation (Chang, 2013) , which is indeed in sync with early studies on mental imagery (Campos and Sueiro, 1993; Richardson, 2000) . Specifically, women, as more comprehensive processors, might be expected to link the literal meaning and the figurative meaning, and so they are prone to transforming the media content into mental imagery (Putrevu, 2001 ) and evoke a greater number of vivid imagery-based interpretations in their minds (Wood, 1966) . Consistent with this, females, compared to males, tend to place greater importance on sensory cues.
Research model and development of hypotheses
Overall, we propose a model of Facebook playfulness (see Fig. 1 ). Derived from transportation theory, imagery literature, the arousal-as-affect account, and gender dichotomies in information processing (i.e. the selectivity hypothesis and the item-specific/ relational processing dichotomy), the model integrates transportation, mental imagery, arousal, and gender as key explaining or moderating variables of playfulness formation. Playfulness is an important aspect in the consumption of media products such as Facebook (Hung et al., 2016) . Since Lieberman's classic study (1977) , playfulness has been used to portray those subjective experiences that increase hedonic pleasurable outcomes of intrinsic enjoyment and amusement, and feelings of fun (Mukherjee and Lau-Gesk, 2016; Sibai, 2016; Van Vleet and Feeney, 2015) . Playfulness denotes creativity, sense of humour, cognitive spontaneity, and a bent for novel experience seeking (Byun et al., 2017) . Playfulness has also been related with highly interactive activities (Van Vleet and Feeney, 2015) . In human-computer interaction, playfulness is often measured with a multi-item scale that captures the way in which people characterise their interactions while using a particular IT artefact (Woszczynski et al., 2002) . Also, recent studies reveal that SNS users display creativity, sense of humour and amusement as a means for strengthening their personal social networks (Hsieh and Tseng, 2017; Lewin-Jones, 2015) ; by contrast, angry or frustrated rebukes are less frequent in SNSs since they might have repercussions in personal relationships (Hsieh and Tseng, 2017; Mayshak et al., 2017) . Playfulness might materialise as story-telling (Jacucci et al., 2007) , posts in humorous tones, creative language, self-denigrating updates, and jokes and memes light-heartedly created by users (Lambert, 2013; Sherman and Jaroslav, 2015) . By creating and sharing stories and jokes with funny punchlines with their personal social networks, users increase playfulness (Hsieh and Tseng, 2017) . Within the context of personal relationships, playfulness is recognised as having important functions, since it leads to people feeling in sync, helps to establish secure relationship contexts, triggers a sense of positive affect (Van Vleet and Feeney, 2015) , and provides opportunities for self-presentation and building relational identities (Moalla, 2013; Tsakona, 2017) .
Transportation experiences are the key element in our proposed model for explaining people's variability in perceived playfulness in response to Facebook usage. Before a feeling of pleasurable playfulness might occur, people will be plunged into stories . Even though transportation has not been specifically connected with playfulness, mainly because it has been studied in low interactive contexts (such as written narratives, advertising and films), it has consistently been found to be central to pleasurable outcomes in media usage, such as the individual's connection with a story's characters (Hall and Bracken, 2011) , and enjoyment (Batat and Wohlfeil, 2009; Chen and Lee, 2014; Quintero Johnson and Sangalang, 2017) .
We conceive transportation as a holistic, psychological construct that underlies playfulness experiences in media products and represents the degree in which the individual is voluntarily engrossed in the media content Green et al., 2004) . Under transportation experiences, people's thoughts are immersed in the story and they mentally picture the events, settings and characters as they develop; they also experience what the characters feel (Chang, 2009 ). This description illustrates the way in which people undergo transportation experiences, and it includes elements that are also characteristic of flow experiences. Under episodes of both flow and transportation, people feel deeply absorbed, to the point that they might forget about themselves, lose track of time, and become detached from the events happening around them (Green, 2004; Green et al., 2004; Nakamura and Csikszentmihalyi, 2009) . With flow, however, the emphasis lies on the immersion in a particular action, an activity that they are currently performing, whereas people who feel transported are immersed into the mediated world of a narrative (Wissmath et al., 2009) . Furthermore, to plunge into flow, people feel challenged by the demands raised by the activity, so they work at their full capacity to meet these demands (Rodríguez-Ardura and Meseguer-Artola, 2017). By contrast, individuals who are transported, although fully focused on the world of the narrative, do not necessarily feel challenged or required to make great efforts (Green et al., 2008) . Moreover, people might experience flow in non-narrative settings (for example, in processing highly analytical didactic content that is not presented in story-like formats), while transportation appears mainly when people process narratives Rodríguez-Ardura and Meseguer-Artola, 2017) .
Narrative content might be fictional or factual (Green, 2004) . In the context of Facebook, stories often depict realistic events, which are consistent with the user's prior knowledge and personal social network and involve familiar characters. In addition, Facebook usage might not raise transportation experiences to their full extent as previously described. Hence, we will characterise transportation on Facebook as a moderate immersion in the content of the medium.
Based on the foregoing discussion, we suggest the following hypothesis:
H1. Transportation has a positive effect on playfulness.
Sustained, focused attention to the story, understood here as the degree in which users take notice of the story and are not diverted by thoughts unconnected to the narrative, has been suggested as a necessary antecedent of transportation (Quintero Johnson and Sangalang, 2017; van Laer et al., 2014) . This is because transportation deploys in a convergent processing of information, in such a way that the individual subjectively disengages from the immediate surroundings (Green and Brock, 2000) and centres their mental resources on the media's stories (Bezdek and Gerrig, 2017) , so they take them personally . Accordingly, we hypothesise a positive impact of focused attention on transportation.
H2. Focused attention has a positive effect on transportation.
In interactive media products, focused attention is enabled by perceived control -the user's sense of being competent and autonomous in their movements into the virtual environment (Ajzen, 2002) . On Facebook, a user may feel in control when he or she perceives they can effectively and freely interact with friends and is not subject to strict limits that restrain their actions online, so they feel in charge of their experiences. This sense of being capable of making things happen online might facilitate the user's concentration on the events happening in the virtual environment (Rodríguez-Ardura et al., 2016) . This reasoning gives rise to expectations of a positive effect of perceived control on focused attention.
H3. Perceived control has a positive effect on focused attention.
Mental imagery has been defined as either a mental, imaginal process through which imagery is elaborated (MacInnis and Price, 1987) or as an inner representation, a knowledge schema or script (Paivio, 1986 ) that might be multi-sensory and similar to a real perception . Imagery elaborations consist of individuals' cognitive activities through which they encode external stimuli -presented here in the form of stories -and create and evoke sensory images in their minds (Bolls and Muehling, 2007) by means of imagination (Babin and Burns, 1998; Martin, 2004) . Imagery representations, for their part, refer to concrete mental depictions, organised in a representational system, which result from imagery processing (Childers and Houston, 1983) . Because imagery elaboration contributes to information processing, individuals cannot consciously access it, whereas imagery schemas are perceived consciously and have quasi-perceptual qualities (Marks, 1999) : they might be quantifiable (i.e. number of images evoked) and vary in terms of vividness (i.e. clarity, level of detail, or intensity). This distinction is further in sync with Babin and Burns (1998) , who differentiated between the elaboration dimension of imagery, vividness of the imagery and the quantity of representations of the imagery generated. Based on this rationale, we adopt an integrative approach and conceive mental imagery as a superordinate construct that subsumes imaginal elaboration (i.e. a process aroused by Facebook usage that makes use of imagination to elicit sensory stimuli) and imagery representations (i.e. mental simulations that portray Facebook events, characters and their relationships).
Mental imagery, elicited by captivating stories, is reportedly observed as a precursor of transportation Wang and Calder, 2006; Wissmath et al., 2009) . This is because when people are exposed to appealing stories, they experience mental imagery (Chang, 2013) , through which they build mental multi-sensory images that represent the story's events and characters. This underlying mental imagery (Foglia and O'Regan, 2016 ) provides information and is used flexibly in information processing (Childers and Houston, 1983; Pylyshyn, 2002) .
Consistent with this, we expect that Facebook stories, by way of mental imagery, make it relatively easier for Facebookers to process narratives, so that they foster the individual's transportation into the narrative world.
H4. Mental imagery has a positive effect on transportation.
The clear, detailed nature of imagery representations, created or maintained by imagery processing, suggests that a person's mental imagery is more than just an internal phenomenon. It is, rather, an experience well placed to be the basis of positive psychological outcomes (Hirschman and Holbrook, 1982; Le Bel and Dubé, 1998 ) -such as pleasure (Le Bel and Dubé, 1998; Lee and Qiu, 2009 ) and experiential value (Fiore et al., 2005b (Fiore et al., , 2005a ; and leads individuals into behavioural contexts (Bolls and Muehling, 2007) . Moreover, mental imagery is capable of fostering cognitive spontaneity and creative thought (Thomas, 1999; Wu, 2013) , which are important facets of playfulness (Byun et al., 2017) .
People employ mental imagery to make interactions enjoyable and playful (Møller, 2015) . Mental imagery helps users to explore online scenarios they find novel, curious or imaginative, it helps, therefore, to externalise imagination into inventive and spontaneous behaviours (Chiang and Lin, 2010; Wang and Wang, 2008) . This is because playfulness experiences are often 'anchored at the border between the real and the imaginary' (Sibai, 2016, p. 625) and also because mental imagery facilitates people's breaking away from conventional situations, finding fresh, novel alternatives (Runco, 2014) and being ready to embark upon them (Guitard et al., 2005, p. 21) . Considering the preceding arguments, we hypothesise that:
H5. Mental imagery has a positive effect on playfulness.
Facebook users may experience affective arousal (Dickstein-Fischer, 2012; Tran et al., 2016) . Arousal captures an inner sense of being emotionally activated, eager or engaged by outer stimuli (Wu and Holsapple, 2014) , in our case coming from Facebook. Arousal is believed to be a psychological force that energises or intensifies the current behaviour of the individual (Zillmann, 1991) .
On the basis of the arousal-as-information account, high arousal is associated with a more adaptively narrowed focus of attention (Storbeck and Clore, 2008) . Conversely, an online user experiencing low levels of arousal might not become fully aware of the events taking place in the virtual environment because his or her cognitive and attentional efforts are not focused on the details (Wu and Holsapple, 2014) . Accordingly, highly arousing events are more likely to be seen as more accessible and important, so they will draw the individual's attention; with the result that the informational value of the arousal in terms of unrelated, peripheral stimuli will be limited, thus these stimuli will sit unattended (Schwarz and Clore, 2007) . Previous evidence for this enhancement effect of arousal on focused attention comes from Bakalash and Riemer's (2013) study, which observed that arousal elicited by advertisements fosters increased attention. Consistent with this:
H6. Arousal has a positive effect on focused attention.
Research on entertainment-related behaviour has documented the concomitance of arousal with playfulness (Mahatanankoon, 2007) . What is more, people who experience arousal with a media product appear to be more inclined to use the product in a playful way (Wu and Holsapple, 2014) and to enjoy playing it (Wang et al., 2007) .
The arousal-as-information account proposes a nuanced understanding of the potential link between arousal and playfulness by suggesting an interaction effect of information processing and arousal on judgement formation (Clore and Huntsinger, 2007) . Following this line of thought, we presume that the affective cues of arousal moderate the impact of information processing (that is taking place in the form of transportation) by providing compelling experiential information. Therefore, arousal contributes to the user's judgement of Facebook playfulness by intensifying the individual's dedication to transportation into the virtual content.
H7. The positive effect of transportation on playfulness is moderated by arousal.
I. Rodríguez-Ardura, A. Meseguer-Artola Telematics and Informatics 35 (2018 ) 2254 -2269 The selectivity hypothesis Maheswaran, 2004, 1991) and the item-specific/relational processing dichotomy (Putrevu, 2001 ) provide solid grounds for acknowledging the larger influence of mental imagery on females with regards to their being transported by stories. On the basis of these theoretical accounts, it seems reasonable to assume that male Facebookers are not as inclined as their female counterparts to pay attention to details of information, form lots of mental associations between disparate pieces of information, and engage themselves in connecting and processing all available content so as to facilitate transportation. Rather, male users are apt to take into consideration a smaller array of cues, which are indeed easily seen and accessible in stories. Furthermore, females produce more detailed imagery elaborations than men (Kim et al., 2007) , and elicit more mental representations involving imagery associations (Kim et al., 2007) . Therefore, it is hypothesised that:
H8. The positive effect of mental imagery on transportation is stronger for females than for males.
Research method

Sampling and data collection
Data was collected from users of Facebook Spain aged over 18 years old who had visited Facebook at least once in the month preceding the invitation to take part in the survey. Respondents were recruited through snowball sampling. Accordingly, in the first wave, the questionnaires were addressed to a convenient sample while, in the next waves, respondents recruited new participants by chain-referral -so the sampling scheme evolved into a semi-random selection (Baltar and Brunet, 2012) . For data collection purposes, an online survey was used.
The initial sample consisted of 778 respondents. To proceed with the analyses, all uncompleted online questionnaires were removed, so the final sample comprised 416 cases. Because it is not possible to statistically design an unbiased semi-random sampling, we examined the sample's representativeness ex-post, by comparing the final sample with data on the Facebook population in Spain. The differences observed were slight and non-significant. First, Facebooker age distribution and the male-female ratio in the sample are very close to those of the population (see Table 1 ). Second, the deviations, assessed using the chi-squared test in the case of the age frequency distribution (p-value = 0.402) and the t-test in the case of gender, show that the online survey attained an acceptable representativeness.
Measurement
We developed the measurement items by adopting scales that had been validated in previous studies ( Table 2 ). The perceived playfulness scale was an adaptation of Webster and Martocchio's (1992) scale, which was originally designed to capture the degree of cognitive spontaneity and inventiveness in human-computer interactions. Transportation was measured with an adaptation of McQuarrie and Munson's (1992) scale and captured the degree of experiencing a state of holistic immersion in the world of Facebook stories. Focused attention, understood as the extent to which individuals address their attention to the limited stimulus field of Facebook, was assessed with Ghani and Deshpande's (1994) scale. Perceived control, measured with Havlena and Holbrook's (1986) scale, captured the user's experience of being in charge of their interactions within Facebook. The measurement scale of mental imagery consisted of six items, which were arranged into two dimensions: imagery elaboration and imagery representation. Items corresponding to the elaboration dimension were adapted from Babin and Burns's (1998) imagery elaboration sub-scale, while items grouped in the representation dimension derived from Babin and Burns's (1998) imagery quantity and imagery vividness sub-scales and Walters et al.'s (2012) consumption imagery scale. Havlena and Holbrook's (1986) arousal scale was used to examine the arousal component of the Facebook experience. Responses to each scale item were scored on a seven-point Likert scale ranging from 'strongly disagree' (1) to 'strongly agree' (7).
Preventive measures to avoid common method biases
To prevent the issue of common method biases, in the questionnaire design stage we implemented procedural measures recommended by Podsakoff et al. (2003) . We adapted the measurement items' wording to fit the context of Facebook usage (Table 2) . Furthermore, eight scholars with track records of extensive research in social media experiences confirmed the content validity of the measurement instrument. The measurement items were then translated into the two languages most prominent in Facebook Spain by scholars in the field and specialised translators. These measures aimed to facilitate respondents' understanding of the measurement items (Gioia and Sims, 1985) and avoid random responses (Podsakoff et al., 2003) .
Analysis and results
The predictive power of the proposed model, together with the hypothesised relationships between constructs, was tested with the variance-based structural equation modelling (SEM) technique known as partial least squares or PLS. PLS is a robust and versatile technique for casual inquiry (Hair Jr et al., 2011) , which builds on groups of variables and maximises the explained variance of the dependent variables through the independent variables to estimate model parameters (Roldán and Sánchez-Franco, 2012) . PLS is considered to be a suitable method to appropriately explain in any regression in the model the residual variance of the unobserved and observed variables (Vinzi et al., 2010) . Hence, PLS can be used to estimate both the relationships among the latent variables (i.e. the constructs being studied) and the links between the manifest variables (i.e. the scale items) and their associated underlying constructs. This results in a two-step analysis. In the first step, it is assessed how well the measurement scales relate to the corresponding constructs. This implies examining the reliability and the convergent and discriminant validity of the measurement model. Once the psychometric properties of reliability and validity are guaranteed, in the second step the structural model is estimated and the parameters that predict the endogenous constructs are calculated. This two-step sequence is completed by drawing conclusions about the causal links between constructs.
In comparison with covariance-based SEM (CB-SEM) techniques, PLS deals better with measurement errors (Lowry and Gaskin, 2014) , so it is more sensitive to mediator effects (Chin et al., 2003) and requires smaller sample sizes (Reinartz et al., 2009) . Used along with a product indicator approach, PLS is indeed more effective than CB-SEM in assessing interaction effects (Chin et al., 2003; Henseler and Chin, 2010) . In addition, PLS is well suited to assessing models with many constructs or scale items (Hair Jr et al., 2017a ) and higher-order latent structures; and, in contrast with CB-SEM, it does not require the data to be multivariate normally distributed (Reinartz et al., 2009) . The reasons that led us to use PLS were threefold. Firstly, our structural model is complex in terms of the number of latent constructs (six) and their dimensionality (mental imagery is defined as a second-order construct while the rest are first-order constructs). Secondly, H7 and H8 include interaction effects that needed to be tested with a product indicator approach. Thirdly, the data follows non-normal multivariate distributions (the p-value of the Shapiro-Wilk test for multivariate normality is 0.000). Furthermore, our data collection provided a valid sample size for a robust PLS estimation, according to the popular rule of thumb originally proposed by Barclay et al. (1995) . This is because the product of 10 times the largest number of paths directed towards a specific endogenous construct in the structural model was 40, which was clearly exceeded by the size of the sample (416).
Because mental imagery was conceived as a second-order construct and was reflective in nature (Lowry and Gaskin, 2014) , this research created a molar model and used the repeated indicators approach (Wold, 1982) to determine the degree to which the firstorder factors contribute to mental imagery. In this approach, the second-order latent variable is constructed through a latent variable that represents all the observed variables of the first-order latent variables; and the observed variables associated to the lower-order factors are used to directly measure the higher-order factor.
To examine the potential moderating role of arousal and gender (see hypotheses H7 and H8), we applied the product indicator approach proposed by Chin et al. (2003) . This approach requires the creation of a new latent variable (the latent interaction term), which is measured through all possible pairwise products of the items of the exogenous variable and the moderator variable.
Since our data does not follow a multivariate normal distribution, to test the significance of the path coefficients in the structural model we performed a bootstrapping nonparametric technique (Streukens and Leroi-Werelds, 2016) . The bootstrapping procedure consists of creating a predefined number of bootstrap samples from the original sample by performing a repeated random sampling (with replacement), with the particularity that the bootstrap samples and the original sample both have the same number of cases. Next, the PLS algorithm is used to estimate the model from each bootstrap sample, and all estimates for each parameter are employed to create its sampling distribution. Based on the data yielded by the algorithm, a Student's t-test is employed to assess the significance of each parameter.
Measurement model
In PLS, the assessment of the measurement model for reflective indicators considers both the internal consistency reliability and the individual item reliability. As seen in Table 3 , all Cronbach's α values and Dillon-Goldstein's ρ values are greater than the minimum required value of 0.70. Additionally, the first eigenvalues of the correlation matrix of each set of items exceeds 1, and the second eigenvalues are lower than 1. Based on these results, we deem that the reflective-item internal consistency reliability of the measurement model is fulfilled.
The loadings of the items with their respective constructs (see Table 4 ) are all higher than the accepted cut-off level of 0.70; hence all communalities exceed 0.50. In most cases, more than 70% of the item's variability is captured by its latent variable. Therefore, the individual item reliability is satisfactory. Additionally, the average variance extracted (AVE) of each construct was above the recommended acceptable 0.50 level. All these results also indicate that the convergent validity of the measures is satisfied.
Positive evidence of discriminant validity of the measures was found by taking into consideration both the cross loadings of the items and Fornell and Larcker's (1981) criterion. On the one hand, loadings of each item on its constructs are greater than the cross loadings on other constructs (Table 5) . On the other hand, the AVE of each construct (Table 4) is higher than the highest squared correlation of that construct with any other construct (Table 6 ).
Assessment of common method biases
Since all the data was collected using the same instrument, we considered two post hoc methods to uncover and control any possible common method bias issues. Firstly, we used the unrotated factor analysis for all observed variables to find the results of Harman's single-factor test. The largest factor accounted for 40.1% of the variance of the model -which is less than the maximum required value of 50% for not having common method bias. Secondly, we examined the pairwise squared correlations between constructs. As shown in Table 6 , all the squared correlations between different constructs are significantly less than the recommended cut-off of 0.81 (Pavlou et al., 2007) . This also suggests that the potential existence of common method biases will not significantly interfere in the data analysis. 
Structural model
We created a second-order molar construct for mental imagery that was reflectively related to its two dimensions (i.e. imagery elaboration, imagery representation). By using the repeated indicators approach, we introduced this molar structure into the model estimation. As suggested by Becker et al. (2012) , the mode of measurement for the higher-order repeated indicator was mode A; and the inner weighting scheme used for the PLS algorithm was centroid.
We used the product indicator approach to assess the moderating relationships considered in hypotheses H7 and H8. Consistent with this, we obtained the interaction terms by multiplying predictors and moderator variables. Furthermore, to prevent any possible inflation of the moderation effect on the corresponding relationships (Hair Jr et al., 2017b) , the structural model included the simple effect of the moderator variables on the corresponding endogenous latent variable (gender → transportation, arousal → playfulness).
Next, we assessed the model's quality. Although the goodness-of-fit index was 0.71, which can lead to the conclusion that the model has an overall high prediction power (Tenenhaus et al., 2005) , we took additional quality measures into consideration. This is because statistics of PLS-model fit have been shown to be problematic (Henseler and Sarstedt, 2013) . The coefficient of determination (R 2 ) associated to each regression in the model and the significance of the path coefficients, however, are suitable for validating the PLS models. Table 7 shows the results of the four regressions included in the model. The R 2 values indicate that the levels of predictive accuracy are acceptable: there is moderate accuracy for both focused attention, and playfulness (0.25 < R 2 < 0.75); and high accuracy in the case of transportation (R 2 > 0.75). Also, the higher-order construct mental imagery is perfectly explained through its two dimensions (R 2 = 1). Although no hypothesis was proposed regarding the inclusion of mental imagery as a reflective construct in the model, it is worth noting that mental imagery is almost equally an imaginal process and an inner multi-sensory representation (the path coefficients between these dimensions are 0.585 and 0.536, respectively).
To complete the quality assessment, we checked the significance of the path coefficients. Because the data does not follow a multivariate normal distribution, the bootstrap re-sampling procedure (with 500 re-samples) was used to generate the standard errors and p-values. Table 8 shows that all p-values are lower than 0.05, which indicates that the path coefficients are significantly different from 0. Therefore, the proposed causal and moderating relationships are statistically different from 0 (see Fig. 2 ). All hypotheses are supported on the basis of the empirical analysis. These results show that perceived control and arousal have a significant and positive effect on focused attention (β = 0.45 and β = 0.18, respectively), and that, in turn, focused attention positively influences transportation (β = 0.14). Also, the global perception of mental imagery (shaped as a holistic perception of imagery elaboration and imagery representation) has a significant and positive impact on transportation (β = 0.52), yet this impact is moderated by gender (β = 0.38). Finally, playfulness receives a significant influence from mental imagery (β = 0.17) and from transportation (β = 0.43) -although this latter relationship is moderated by arousal (β = 0.54).
Apart from the direct and moderating effects between constructs, the model includes some important indirect effects between gender and playfulness and between mental imagery and playfulness. Results in Table 9 reveal the important mediating role of transportation: five constructs (focused attention, perceived control, mental imagery, arousal and gender) have an indirect effect on playfulness through transportation. Added to this, bootstrapping results corroborate that these indirect effects are all statistically significant. 
Conclusions, limitations and future lines of research
This study makes some important contributions to the literature on online consumer behaviour. First, it proposes and successfully validates a novel model of playfulness on Facebook, an essential facet for guaranteeing the success of people's, brands' and organisations' initiatives in this SNS. The model is grounded on transportation theory, the arousal-as-information approach and theoretical perspectives that consider gender in information processing, and it clearly highlights the importance of mental imagery, transportation and arousal -insofar as they have a significant direct influence on users' feelings of playfulness on Facebook. These findings are particularly noteworthy given that, until now, very little was known about the amount of variance in playfulness accounted for by the feeling of being transported by a story.
Second, the study is more in line with the call made by some researchers for more investigation on users' experiences in specificdigital technology contexts, as opposed to generic user practices with digital technologies. This is particularly applicable to SNSs, which raise new paradigms in social interaction, people's communication and relationship marketing. Hence, this study emphasises the user's imagery and affective feelings triggered by Facebook-specific features and explains their impact in playfulness formation. Despite previous research having identified an array of drivers (e.g., imagination, creativity, affective feelings) that lead people to play in general (Møller, 2015; Mukherjee and Lau-Gesk, 2016; Yue et al., 2016) , very little SNS research has explored the playfulness facet of Facebook. This study seeks to fill this gap by offering an explanation of playfulness that considers the user's psychological phenomena triggered by Facebook and, additionally, uses transportation as a new construct that reflects specificities of Facebook stories.
Third, the study provides solid evidence of the independent status of transportation, focused attention and mental imagery. Transportation literature has produced crucial insights into story processing; yet we concur with Wang and Calder (2006) , that the conventional theoretical view of transportation denotes some conceptual redundancy of transportation with focused attention, mental imagery and affective feelings. We show that, despite transportation utilising the cognitive processes of focused attention and mental imagery, as well as emotional elements, these are not distinctive features or components of transportation. Consistent with this, we suggest that transportation is a sense of being immersed in a story that requires, in order for it to appear, focused attention, mental imagery and some arousal feelings. Furthermore, in contrast with most previous studies on antecedents of transportationwhich largely consider situational and dispositional potential drivers -much of the present research is focused on the combined effects of inner, psychological processes that intervene in transportation formation. Furthermore, the study offers new empirical insights into the interaction effect of gender and transportation. This is especially relevant given the mixed results obtained in the scant previous studies on the issue.
From a managerial perspective, this study provides some prescriptive guidance to professionals, brands and organisations for enhancing their initiatives on Facebook. Specifically, the findings show that Facebookers' feelings of playfulness are a function of the subjective experiences raised by the content offered on Facebook. This suggests that communication strategies that make use of appealing storytelling, and provide users with the opportunity to mentally travel to other people's stories, are likely to amuse Facebookers and promote fun. Furthermore, the outcomes yielded by these communication programmes are expected to be more positive for Facebooker segments whose members are women and who experience more intense affective feelings. Consistent with this, it is suggested that managers and brands who aim their storytelling communications at Facebookers with such characteristics are likely to generate greater responses.
Our findings need to be considered in the light of a few limitations, which provide opportunities for future research. First, the pace of change in the context addressed by the study challenges the validity of the results in the long term, so users' enduring and new experiences with Facebook might shape their future practices in this SNS. Second, the study was conducted in a single-country setting, therefore, we should be cautious about extrapolating the findings to other Facebook contexts. Moreover, given the ubiquitous nature of Facebook, future research might shift the focus from a single country and provide valuable insights into Facebookers' feelings of playfulness using samples in a variety of countries. Third, we have operationalised gender differences by means of a selfreported variable that classifies Facebookers' population in binary terms. This measurement is used extensively in social sciences and psychology research (Springer et al., 2012) although is not exempt from drawbacks -mainly because many gender differences are 'fluid' (Short et al., 2013, p. S94) and show 'overlapping distributions' (Maney, 2016, p. 3) . Future research might operationalise gender differences with a more sound, continuous variable that captures the relative femininity or masculinity of the Facebooker's psychological gender identity (Ainsworth, 2015) . Given the importance of transportation for the formation of playfulness feelings on Facebook, another future line of research might be to extend the antecedents of the current model with personal and situational factors from generic models of transportation.
